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POCKETBOOKS FOB 96 TRIPS 

AGENCIES COMPETE 
BY PROMOTING THE 
'UTILE THINGS" TO 
TRAVELERS *> 



FRI./SAX/SUN., DECEMBER 1, 1995 

OVERVIEW 

A QUICK READ ON OBJECTfVES, STRATEOY AND TACTICS 

INCREASE BOOKINGS: Increase consum- 
er bookings/reservations for UNIGLOBli Travel and ' 
its "Blue Largo Cruise" promotion. 

TARGET SPENDERS: Heighten visibility 
for UNIGLOBE Travel with those leisure travelers 
across the USA most likely to spend. 

AWARENESS: Generate broad awareness ol 
the advantages of cruising as the preeminent vacation ' 
category. 

EXCITEMENT: Create excitement among travel 
agents for ''Blue Largo Cruise" promotion. 

ADVERTISING CAMPAIGN: Conducts 
continuous advertising campaign for UNI GLOBE Travr 
el's "Blue I^urgo Cruise" promotion in a national 
publication (hat reaches responsive readers within a 
complementary editorial environment. 

INCREASE TRAFFIC : Implement a consumer : 
promotion that increases travel agency traffic during 
-Blue I^rgo Cruise" promotion. 

MULTIMEDIA: Develop multimedia advertis- 
ing to inform travelers about the advantages of a 
cruise vacation. 

ENTHUSIASM: Generate travel agent enthusi- • 
asm for "Blue Largo Cruise" promotion. 

USA TODAY EVERYDAY: lake advantage 
of USA TODAY'S daily presence to build excitement, 
impact and awareness of "Blue Largo Cruise" promo- 
tion. 

AD BLITZ: Advertise continually to target 1 
UNIGLOBK Travel's key prospects — leisure travel- 
ers — in USA TODAY'S Life section (16 full-page ads 
for 4 weeks, Monday-Thursday; below Today's' TV 
Grid, Friday). 

VISIBILITY: Employ an advertising program in 
USA TODAY to highlightadvaotagcs of ncruise vaca- 
tion and UNIG I X>BB Travel services to die USA ' s most 
frequent travelers. 

BREADTH: Implement travel trade advertising 
that broadens awareness of "Blue I^rgo Cruise" pro- 
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COVER STORY 



USA TODAY provides best 
travel demographics, top 
coverage for UNIGLOBE ads 



By John Williams 
USA TODAY 

Lorcm ipsum dolor sit amct, conscctctucr adipiscing clit, scd diam nonummy 
nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat Ut wisi 
cnim ad minim veniam, quis nostrud cxerci tation ullamcorpcr suscipit lobortis 
nisi ut aliquip ex ea commodo consequat. 

Duis autem vel cum iriure dolor in hendrcrit in vulputatc vclit esse molcstic 
consequat, vel ilium dolore eu feugiat nulla facilisis at vero eros el accumsan el 
iusto odio digriissim qui bland it praesent luptatum zzril delenit augue duis 
dolore te feugait nulla facilisi. 

Lorcm ipsum dolor sit amct, conscctctucr adipiscing clit, scd diam nonummy 
nibh euismod tincidunt ut laoreet dolore magna aliquam erat 



AGENTS: Ad 

placement in 

USA TODAY 

costs traffic 

B y Laurie Bcntdahl 
USA TODAY 

Ullamcorper suscipit. lobortis nisi 
ut aliquip cx ea commodo consequat. 

Duis autem vel cum iriure dolor in 
hendrcrit in vulputate vclit esse 
moleslie consequat, vel ilium dolore 
cu feugiat nulla facilisis at vero eros 
ct accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. 

Lorem ipsum dolor sit amet, 
conscctctucr adi pisci ng e lit, sed diam 
nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam eral 
volutpat. Ut wisi cnim ad minim 
veniam, quis nostrud cxerci tation 
ullamcorper suscipit lobortis nisi ut 
aliquip ex ea commodo consequat. 

Duis autem veleum iriure dolor in 
hendrcrit in vulputatc vclit esse 
moles tie consequat, vel ilium dolore 
eu feugiat nulla facilisis at vero eros 
et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. 

Lorem ipsum dolor sit amet,' 
coiisectetucr adipiscing clit, sed diam 
nonummy nibh euismod tincidunt ut 
laoreet dolore magna aliquam erat 
volutpat. Ut wisi enimad minim 
veniam, quis nostrud cxerci tation 
ullamcorpersuscipit lobortis nislut 
aliquip cx ea commodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate vclit esse 
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Key Audience Information-Targeted Readershii 




USA TODAY is among the leading publications in leisure travel readership. Covering 26% (oyer 6 million 
readers) of the frequent leisure travel market, USA TODAY ensures your message reaches its target 
audience. 
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CLEAR WITH COMPUTERS. INC. VISITS TH E OFFICES OF 



MERCHANT & GO ULD 



%httmm, 



3100 NORWEST CENTER. 90 SOUTH SEVENTH STR EET M I N N EAPO LI S, M IN N E SOTA ■ 554&2-41 31 U.S.A. 

PHONE 012/332-5300' FAX 912/338-9081 \- 
JOHN P. SUMNER DIRECT DIAL OI 2/ 330-4 024 



September .10, 1996 
Jerry Johnson 

Clear With Computers; Inc. 
1983 Premier Drive. : 
Mankato.MN 56002^4459 



Dear Jerry: • 



' 'lliank you for your interest in Merchant & Gould. Griclosecl is the Request; for Proposal package.. This proposal contains 
information about our firm and the intellectual property services we proyide.,On page lS.you will fliidia qu^i^ion for 
the patent we discussed for the SIGNATURE PLUS 5.0 system. , . - : "\ \ . ■ '■ '■; -;; 

[n addition,- 1 have set forth a proposed client service team including specific personnel within our firm available to serve \ 
CWC in a variety of int^lec£ua!-,propeity, areas, 'lliese areas iriclude ac^irihg- patents, -providing patent dearance, ' 
infringement and validity, opinions, acquiring trademark rights, and serving CWC in contested intellectual property mat- ; 
ters ami litigation. Please note that these and other people are available for. service but will not be acrive except as autho- 
rized by CWC. You will find team profiles and an org#^^ 

As indicated during me visit, Merchant & Gould : is a firm practicing exclusively^ in the; area of ihtellectuai property law 
Approximately-half of its 1 80 or so lawyers practice in the;firmls General Practice Group, obtaining rights and counseling ■ 
clients In the various types of iritellectual property protection, including related licensing; The other tiaif of the Aims ' 
• lawj^is wbrk'ln our UUg^a Practice Group.-. '..--.-V. ! 

We look forward to CWC personnel Visiting our, firm in order.to meet team members and other firm personnel, to see our . 
firm, and to further discuss how Merchant & Gould might best serve your needs. *..-■. < ■ 

Sincerely, . ■■. ' ■ ' . '. V . ■- ~r '" ' • 



John P. Surpner 
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TODAY 



PRffARED FOR: UNIGLOBE Travel 
PRffARED BY: Leslie Osborn 
AUGUST 31 995 






Objectives 

► Increase consumer ■ bookings/reservations for UNIGLOBE Travel and its "Blue Largo Cruise" promo- 
tion- •■ .:.■".;-.■= •' • -...V • ' •;• : ' " ' ■ '•. : • : : v ; , : : ; :) ■ . . ;'. ^ : * ^ - . 

► Heighten awareness for UNIGLOBE Travel with those leisure travelers across the USA most likely to 

* Generate broad awareness of the advantages of cruising as the preeminent vacation category \ ■ 

* Create excitement among travel agents for "Blue Largo Cruise? promotion ; ; . ."• 



Conduct a continuous advertising cam paign fo r UNIGLOB E Travel * s "B I ue Largo Cruise'* ^promotion 
in a national publication that reaches resrx>nsiv within a complementary editorial environ- 

► ; Implement ; ^ 

promotion v; ; ■■'^'■f- - •• ' : •'' ;>'...... •• ■ "C;^- ■ ^■^ '• : ■ ■ ■ • : [ • :/,'"' . . - 

► Develop multimedia advertising to inform travelers about the advantages of a cruise vacation 

► Generate travel agent enthusiasm for '; "Blue Largo Cruise" promotion 



► Take advantage; of USA TODAY'S daily presence to build ; excitement, impact and awareness of "Blue 
■ Largo Cruise" promotion ; ^ ^ v ,'- • ;. ~ y / ,• ; v 

. ► Advertise ' continually to target UNIGLOBE Travel's key prospects— leisure travelers-p— in USA 
TODAY'S Life section (16 full- page ads for 4 weeks, Monday r Thursday; below Today's 

TV Grid, Friday) /■ :"':;"'y' : \ ' ; : : ' ■ V .U v.-- l : ■■■".;';[ y .'. ^ ■>'} . ' 

► Employ an 'advertising.-, program, in USA TODAY to highlight advantages of a cruise vacation and 
• UNIGLOBE Travel services to the USA' s most frequent travelers 

► Implement travel trade advertising that " broadens awareness of "Blue Largo Cruise"; promotion among 

UWGLOBE tra^vel agents . y;; ;«vW-- -V. [' > \' -' . . ' 
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PRB>ARED FOR: UNIGLOBE Travel 
PRPARED BY: Leslie Osborn 
AUGUSTS, 1985 



UNIGLOBE'S 

BLUE LARGO CRUISE PROMOTION 



Key Audience Information 

USA TODAY Reaches Frequent Leisure Travelers 




USA TODAY Readers Need a Vacation 




I Plan to take a "sun and 
13 sand^ vacation hext3 years ^ v-^V , 2^520 

si'SiiS : - " * ' ' ' _•• \ ' " ' . . ' .. t "• • - * - ■ " •'" 



39% y 



32%, 



•I2i. i^r 




;y| Have ever taken a cruise 
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EXPECTED TO 
INCREASE IN 86, D 

► COSTS HOLOWG; EXPERTS 
SAY CONSUMERS WILL OPEN 
POCKETBOOKS FOR "96 TRIPS 

AGENCIES COMPETE 
BY PROMOTING THE 
UfTLf THINGS" TO 
TRAVELERS 



FRI./SAL/SUN., DECEMBER 1, 1095 

OVERVIEW 

A OUICK READ ON OBJECTIVES, STRATEGY AND TACTCS 

INCREASE BOOKINGS: Increase consum- 
er bookings/reservations for UNIGLOBH Travel and 
its "Blue Largo Cruise" promotion. 

TARGET SPENDERS: Heighten visibility 
for UNIGLOBB Travel with those leisure travelers 
across the USA most likely to spend. 

AWARENESS: Generate broad awareness of 
the advantages of cruising as the preeminent vacation 
category. 

EXCITEMENT: Create excitement among travel * 
agents for "Blue Largo Cruise" promotion. 

ADVERTISING CAMPAIGN: conduct a 

continuous advertising campaign for UNIGLOB E Trav- 
el 's "Blue t-argo Cruise" promotion in a national 
publication that reaches responsive readers within a 
complementary editorial taiviranniimt. 

I N C R E AS E TR A FFIC : Implement a consu mer 
promotion that increases travel agency traffic during 
"Blue I -argo Cruise" promotion. 

MULTIMEDIA: Develop multimedia advertis- 
ing to inform travelers about the advantages of a 
cruise vacation. ■ 

ENTHUSIASM: Generate travel agent enthusi- 
asm for "Blue Largo Cruise' 1 promotion. 

USA TODAY EVERYDAY: Take advantage 
of USA TODAY'S daily presence to build excitement, 
impact and awareness of "Blue Largo Cruise" promo-: 
tion. 

AD BLITZ: Advertise continually to target 
UNIGLOBE Travel's key prospects — leisure travel- 
ers— in USA TODAY'S Life section (16 full- page ads 
for 4 weeks. Monday- Thursday; below Today's 'IV 
Grid, Friday). 

VISIBILITY: Employ an advertising program in 
USA TODAY to highlightadvantagcs of a cruise vaca- 
tion and UNTGI X) BRTravcl services to the USA ' s most 
frequent travelers. 

BREADTH: Implement travel trade advertising 
thai broadens awareness of "Blue Largo Cruise" pro- 
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COVER STORY 



USA TODAY provides best 
travel demographics, top 
coverage for UNIGLOBE ads 



By John Williams 
USA TODAY 

Lorcm ipsum dolor sit amct, conscctetucr adipiscing clit, sed diam nonummy 
nibh euismod tincidu nt ut iaoreet doiore magna aliquam erai volutpaL Ut wisi 
cnim ad minim veniam, quis riostxud exerci ration ullamcorpcr suscipitlobortis 
nisi ut aliquipex ea cornmodo consequat. 

Duis autem vel cum iriure dolor in hchdrerit in vulputate vclitcssc molestie 
consequat, vet ilium dolore eu feugiat nulla facilisis at vero eros ei accumsan et 
iusto odio dignissim qui blandit praesent luptatum zzril dclcnit auguc duis 
dolore te feugait nulla facilisi. 

Lorcm ipsum dolor sit amct, conscctetucr adipiscing clit, scd diam nonummy 
nibheuismod tinciduntut Iaoreet dolore magna aliquuun erat 



AGENTS: Atl 

placement in 

USA TODAY 

boosts traffic 

By Laurie Bentdahl : 
USA TODAY 

Ullamcorpersuscipit. lobortis nisi 
' ut ali quip ex ea cornmodo consequat. 

Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel i llum dolore 
eu feugiat nulla facilisis at vcro eros 
et accumsan ct iusto odio dignissim 
qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. 

Lorem ipsum dolor sit amct, 
consectetucradipiscingclit, sed diam 
nonummy nibh euismod tincidu nt ut 
Iaoreet dolore magna aliquam erat 
volutpat. Ut wisi enimad minim 
veniam, quis nostrud exerci la tion 
ullamcorpersuscipit lobortis nisi ut 
aliquip ex ea cornmodo consequat. 

Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
molestie consequat, vel ilium dolore 
cu feugiat nulla facilisis at vcro cms 
et accumsan et iusto odio dignissim 
qui blandit praesent luptatum zzril 
delenit augue duis dolore te feugait 
nulla facilisi. 

Lorcm ipsum dolor sit amet, 
consectctuer adipiscing elit, sed diam 
nonummy nibh euismod tincidunt ut 
Iaoreet dolore magna aliquam erat 
volutpaL Ut wisi enim ad minim 
veniam, quis nostrud exerci tation 
ullamcorpersuscipit lobortis nisi ut 
aliquip ex ca cornmodo consequat. 
Duis autem vel eum iriure dolor in 
hendrerit in vulputate velit esse 
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December 1, 1995 

Ms. Kathy Peterson 
Advertising Manager 
UNIGLOBE Travel 

Dear Ms. Peterson, 

As a USA TODAY advertising specialist, my job is to listen to your objectives and then identify a placement strategy that 
makes the most sense for UNIGLOBE Travel. This proposal is based on our discussions of "how Uniglobc can get the best 
return for its ad dollars." USA TODAY is a unique medium to help you maximize coverage at the lowest possible cost. 

We at USA TODAY used a three-tier approach in developing this proposal. First, we listened to you. We know that UNIGLOBE 
Travel has the following business objectives: 

Objectives 

► Increase consumer bookings/reservations for UNIGLOBE Travel and its "Blue Largo Cruise" promotion 

► Heighten visibility. for UNIGLOBE Travel with those leisure travelers across the USA most likely to spend 

► Generate broad awareness of the advantages of cruising as the preeminent vacation category 

► Create excitement among travel agents for "Blue Largo Cruise" promotion 

Second, based on your input, we've planned the best strategies to meet your objectives: 
Strategies 

► Conduct a continuous advertising campaign for UNIGLOBE Travel's "Blue Largo Cruise" promotion in a national 
publication that reaches responsive readers within a complementary editorial environment 

► Implement a consumer promotion that increases travel agency uaffic during "Blue Largo Cruise" promotion 

► : Develop multimedia advertising to inform travelers about the advantages of a cruise vacation 

► Generate travel agent enthusiasm for "Blue Largo Cruise" promotion 

Third, we've identified the tactics needed to implement the strategies: 
Tactics 

► Take advantage of USA TODAY'S daily presence to build excitement and awareness of "Blue Largo.Cruisc" promotion 

► Advertise continually to target UNIGLOBE Travel's key prospects — leisure travelers — in USA TODAY'S Life 
section (16 full -page ads for 4 weeks, Monday - Thursday; below Today's TV Grid, Friday) 

► Employ an advertising program in USA TODAY to highlight advantages of a cruise vacation and UNIGLOBE 
Travel services to the USA's most frequent travelers 

► Implement trade ads that broaden awareness of "Blue Largo Cruise" promotion among UNIGLOBE agents 

We recommend weekly advertising in USA TODAY'S weekly GO! travel section— an innovative editorial focus in the Life 
section. Published every Friday, this feature gives over 5.5 million readers more of the entertainment and uavel information 
they crave. This section targets readers most likely to use UNIGLOBE' s services — leisure travelers. 

Thank you for your interest in USA TODAY advertising. I'll be in contact with you soon to discuss this proposal. 



Sincerely, 



Leslie Osborn 
USA TODAY 



APPROVED 


U.G. FIG. 1 


BY 


CLASSjSUBCLASSl 


DRAFTSMAN 


1 





Fig. 18C 



DECEMBER 1, 1995 



A PROPOSAL TO . UN t GLOBE TRAVEL 



f-USA 
TODAT 



Contents 



LIFE SECTION-DESTINATION TRAVEL 

Destination Travel ; 4 

CIRCULATION 

Total USA Coverage :5, 

Continued Growth . 6 

KEY AUDIENCE INFORMATION : 

Travel Advertising Pages ...7 

Targeted Readership f ..... ] 8 

Readership on the Go : '. 9 

Leading Travel Circulation , 10 

Unique Audience Penetration 11 

RECOMMENDED ADVERTISING PROGRAMS 

TV Grid 12 

Interactive 800 Number & Direct Mail Program : 13 

RATES 

Rates 14 



MOM 



CWC. CONFIDENTIAL^ AND. PROPRIETARY \ •;>;-; >/' J V;.?-*.* I , 



APPROVED 
BY 

DRAFTSMAN 


O.G. FIG. | 


CLASS 

■ J 


Ql JRpI ACQ 





Fig. 18D 



DECE MB E R\1 1995 " « "■ 



.'^ \- : ry -'A PROPOSAL TO UN IGLO BE TRAVEL I ^ 



page. <*: 




TODAY 



Life Section-Destination Travel 




oh vacation 



DESTINATION TRAVEl 



Early start 
at ski areas 

► East Coast resorts 
open earlier than ever, 
thanks to good 
weather and new 
snow-making 
machines. 70. 

► Hestauwts snow 
CLriinary flair for their 
Thanksgiving Day 
feasts, s o. 




Let It 4now, t*( fcswwr SkaiTR am strasatfy fri tti ng th» slnjuw 
a* KiHngton, Vt^ihe tirs* East Coast resort to open itis year/. 
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GO! Section Tar nets Leisure Travelers 



By Tom Uehling 
USA TODAY 

U S A TOD A Y ' s Friday 
edition features the new GO ! 
LIFE ON VACATION 
sect! on —an innovative new 
editorial focus for the Life 
section. This feature reaches 
5.5 million readers across 
the USA and delivers more 
of the entertainment and 
travel information they 
crave: destination informa- 
tion, dining features; travel 
updates, trends and enter- 
tainment tips. This section 
targets readers most likely 
to use UNIGLOB B Travel * s 
service — leisure travelers. 

UNI GLOBE Travel can 
make this page the corner- 
stone of its advertising 
strategy. No other medium 
will give UNIGLOBE Travel 
the same exposure for its 
investment. The people who 
read the GO! section are 
people who love to travel. 
USA TODAY has studied 




the demographics of ils 
readers for years (you can 
find the results within this 
proposal) so that we can 
make recommendations, 
with confidence, about 
where our advertisers should 
focus. 




Beautiful San Francisco Above, the Golden Gate Bridge; Top 
left, A cable car returning from Fisherman's Wharf; Bottom left, 
Victorian-style houses light up the San Francisco skyline. 
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Circulation-Total USA Coverage 



Seattle 

Mon.-Thur. 
.'fil;547 

Friday 



Kansas City 

Mon.-'Hiur.' 
52,943 

Friday; 
65,678 



St. Louis 
Mon.-Thur. 
47,847 

Friday 
58,882 



Minneapolis 
M6n.-Thur. 
47,058 



.Chicago 
Mon.-Thur. 
143,638 

Friday - 
168,322 



Denver 

Mon.rThur 
55,333 

Friday 
72,038 

San Francisco 

Mon.-Thur. 
62,411 

'Friday 
75,126 

Los Angeles 

Mon.-Thur. 
'. 104,278 

Friday 
132,969 

" -Phoenix 
Mon.-Thur. 
54,927 

Friday 
69,944 



Detroit 

Mon.-Thur.; 
62,956 

Friday 
. 74,998 : 



Cincinnati 1 
Mon.-Thur. 
63,815 

Friday 
76,731 



Cleveland 
Mon.-Thur. 
,72.286 

Friday 
84.230 



New York 

Mon.-Tbui. 

167.327 

Friday 
196,445 




Boston 



\Mon.-Thur. 
. 83,078 

Friday 
99,999 



Philadelphia 

Mon.-'lhur. 
116,808 

Friday 
131.247 
.'*% Washington/Baltimore 
Carolina* Mon ._ Wl ir. 
Mou.-Thur. 13 2;043 . 
107,095 

-Friday' 
■■ 153,405 



Friday 
76,905 



Friday 
64,464 



Nashville 

Mon.-Thur, 
62.972 

Friday 
76,936 



Atlanta 

Mon.-Thur. 
. 90,687 

Friday ; 
120,824. 



South Florida 

Mon.-Thur. . 
42,022 

Friday 
55,508 



North Florida 

MoQ.-Thur. 
86,262 ■ 

Friday. \ 
107,146 . 



USA Tt)DAY's extensive reach ensures advertisers successful, comprehensive distribution. With a daily 
circulation close . to 2 million (Mon -Thur.; 2.5 million each Fri.), U^ TODAY has the ability to influence more 
potential customers than any other national newspaper. : •„ 






Fig. 18F 
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Circulation-Continued Growth 




For the latest breaking news and information, more readers turn to USA TODAY year after year. In fact, 
within the past five years, USA TODAY'S circulation has grown by more than 201,000. 
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Key Audience Information-Travel Advertising Pages 




Ranked #1 in the number of travel advertising pages per year, USA TODAY offers readers the most 
comprehensive travel coverage available today. Make sure your message gets the exposure it deserves in 
a publication that is the proven leader in travel and leisure coverage. 
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Key Audience Information-Targeted Readership 




USA TODAY is among the leading publications in leisure travel readership. Covering 26% (over 6 million 
readers) of the frequent leisure travel market, USA TODAY ensures your message reaches its target 
audience. . 
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Key Audience Information-Readership on the Go 




They've traveled in the past... and are ready to travel again. USA TODAY readers need a vacation, and with 
over 5 million expecting to travel within the next 3 years, your message in USA TODAY may just be the 
ticket they're looking for. 
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Key Audience Information -Leading Travel Circulation 




No travel publication boasts a circulation as far reaching. as USA TODAY. Two million copies carry your 
message to more target readers than any other print medium, including Travel & Leisure and National 
Geographic Traveler. 
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Key Audience Information-Unique Audience Penetration 





USA TODAY presents your message to readers and travelers not covered by other travel and popular 
publications. As one of the leaders in leisure travel readership, USA TODAY has the ability to reach tho 
readers and expand your audience. 
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Recommended Advertising Programs 

TV Grid 



Where do more than 5.5 million affluent readers look first to 
find out what' son TV? USA TODAY'S TV Grid. On the back 
page of USA TODAY'S Life section, this prominent 4-color 
page features all the network line-ups, cable programming and 
our critic's choices for quality viewing. Anchoring the page 
is a stand-out positioning opportunity for advertisers looking 
to reach USA TODAY'S audience of broadcast viewers. 

FLEXIBLE SCHEDUUIUG AND DISCOUNTED FREQUENCY 

A horizontal thirdrpage position is available to advertisers on 
a one-time : basis or as part of a continuity program. The 
following pricing plan applies to TV Grid advertising sched- 
ules, v 

Domestic Edition Pricing 



Base Rats 

1.3 x " 

26x 

52x 



Mun-Tft 

$49,300 
44,370 
36,975 
32,045 



Worldwide Pricing 



Base Rate 

13x 
26x 
52x 



■Vton-Tn 

$56,700 
51,030 
42,525 
36,85.5 



Friday 

$56,400 
50,760 
42,300 
36,660 



Friday 

$64,800 
58,320 
48,600 
42,120 



Effective Discount 

10% 

25% 
35% 



Effective Discount 

10% 

. 25% 
35% 



OTHER DISCOUNTS MAY APPLY 



OH TV TOUiGHT 
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► Advertisers who have regular-rate card volume contracts that provide higher discounts than those listed above 
will be allowed to apply those discounts to the base unit prices indicated on the pricing schedule. 

► Advertising volume accrued under this program will count towards fulfillment of volume contracts and VIP 
agreements. 

VIP bonus space earned under this program can be ordered to run on the TV Grid page. 

► Advertisers participadng under special discount programs such as the Flat Rate Program or the Broadcast 

Buying Program cannot use the discounts achieved through those programs to purchase schedules on the TV 
Grid page. 



For more information on USA TODAY* s TV Grid, contact your USA TODAY sales representative. 
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Recommended Advertising Programs 



Interactive 800 Number 

As a special "value-add," USA TODAY 
will provide UNIGLOBE Travel with an 
interactive 800 number. A customized 
UNIGLOBE Travel "Blue Largo Cruise" 
promotion "Choose to Cruise" 800-num- 
ber hotline can provide one or all of the 
following services: 

► Fulfillment of copy requests for 
UNIGLOBE Travel's USA TO- 
DAY 

advertorial 

► Consumer survey opportunities 

► Travel agent sweepstakes entry 
vehicle 




USA TODAY will provide UNIGLOBE Travel with program set-up and administration, and accept up to 10,000 
calls during the promotion period. Once survey information is gathered, USA TODAY can transcribe, analyze, 
and provide jhe geographic breakdown of information. 

Direct Mail Program 

The day of the kick-off of the UNIGLOBE Travel promotion, each of 
UNIGLOBE Travel's 20,000 member travel agencies will receive a com- 
plimentary copy of USA TODAY featuring UNIGLOBE's advertorial in the 
mail. 
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20,000 Same Day Distribution 
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Rates 



Description 

52 National, Four Color, 4-Col. Third&tf3" x 10.5" 
16 National, Four Color, Full Page 13" x 21 " 
4 USA TODAY'S TV Grid 13" x T 
20,000 Distribution, Same Day 
Interactive 800 Number 



Customer 
Vafue 

$2,516,000 
1,481,200 
214,728 
11,000 
35,000 



Customer 
Cost 

$2,1 14,112 
1,273,832 
184,666 
0 
0 



$401,888 
207^68 
30,062 
1 1,000 
35,000 



Totals 



$4,257,928 $3,572,610 



$685,318 




FOUR 
COLOR 





HORIZONTAL 
THIRD 
COLOR 

13" x 7" 





* -»C .""„"-. ... -,-. I7 . T -.... j .._ 
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20,000 Same Day Distribution 




li)re a riv^Vaca ti o n*f oi^ 

Interactive 800 Number 



Quotation is valid for 30 days and will be subject for review after this period. 
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TOP TRAVEL DESTINATIONS 
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CLEAR WITH COMPUTERS. INC. VISITS THE OFFICES OF 



MERCHANT & GOULD 
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3t00 NORWEST CENTER, 90 SOUTH SEVENTH STREET MINNEAPOLIS. MINNESOTA 3S40»-*H3i U.S.A. 

PHONE.OI 2/332-33 00 FAX fl1 2/ 332-0O8I . ; 
JOHN P. SUMNER DIRECT D(AC flf) 2/330-4 fl£d 



September 10, 1996 

Jerry Johnson 
Clear With Computers/lnc. 
1983 Premier Drive 
Mankato.MN 560024459: 



Dear Jerry: 

'lhank you for your interest in Merchant & Gould. Enclosed is the Request for Proposal package; Hiis proposal contains 
information aboutour firm and the intellectual property services we provide. On page 15 you will find a quotation for 
the patent we discussed for the SIGNATURE PLUS 5.0 system. . ' \" : 

In addition, I have set forth a proposed client service team including specific personnel within our firm available to serve 
CWC in a variety of Intellectual property areas. 'Jliese .areas include acquiring patents, providing patent clearance,, 
infringement and validity opinions, acquiring trademark rights, and serving CWC in contested intellectual property mat 
. ters and litigation. Please note that these and other people are available for-.seryfce.but will not be active except as autho- . 
rized by CWC. You will find team profiles and an organizational chart beginning on page six. - 

As indicated during the visit, Merchant & Gould is a fum practicing exclusively in tlie'area of intellectual property law 
Approximately half of its 80 or so lawyers practice in the firms General Practice Group; obtaining rights and counseling . 
clients in the various types of intellectual ^ property protection, including related licensing. The other half of the firms 
lawyers work in our litigation Practice Group. 

We look forward to CWC personnel visiting our Ann in order to meet team members and other firm personnel, to see our 
firm, and to furtlier discuss how Merchant & Gould might best serve your needs. 

Sincerely, 



John P. Sumner 
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PREPARED FOR: -JERRY JOHNSON. CLEAR WITH COMPUTER S. INC. (CWC) 
.PREPARED BY: J OH N P. SUMNER, MERCHANT ft COULD 

SEPTEMBER lO; lOOff 



C4] MISSION STATEMENT 
[S] MERCHANT & GOULD 

The Firm 

The Nature of Our Practice 
Valued Clients 

Commitment to the Community 

171 COMMUNICATION 
WITH CWC 

'Ifcam Leader Contact 
F.-mail Communication : 
. ■ . Client-Based Output 

[9] CWC'S PROPOSED 
INTELLECTUAL 
PROPERTY TEAM 



MO] TEAM PROFILES 

John P. Sumner - . 
John L. Beard 
Michael R Cohen 
William D: Miller 

[12] WASHINGTON D C. 
ASSOCIATES 

[131 COSTS AND FEES 
Billing Format 
'. SeUing Up axid 'lYansferring Files / 
. Summary of Charges 
Additional Comments 

US] PRICE AND SIGNATURE 

[16] SAMPLE PATENTS 
DRAFTED BY TEAM 
MEMBERS 

Attachments' 
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PREPARED FOR: JERRY J OHNSON. CLEAR WITH COMPUTER 3,INC. : (CWG) 
PREPARED BY: -JOHN P. U M N-ER-, " MERCHANT -* 'COU'L D 

SEPTEMBER lO. tO.QCr 
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■ THE FIRM • 

"Merchant & Gould, with/offices in Minneapolis, Saint Paul and Los Angeles, is engaged exclusively in the practice : of Intel- , 
riectuat property law; including patent, trademark, copyright, unfair rampetitlon, trade secret; advertising and computer 
law. We arc the largest Intellectual property firm in the 'Iwin Cities and one of the largest firms practicing intellectual 
. • ' ■ / - property law in the United States.-. '. V 1 . 

Global Research, a'; commercial research firm, recently conducted a \ 
survey . in which lawyers rated other lawyers In America. The survey 
showed that Merchant & Gould received the highest rating among/ 
intellectual property, firms in the Midwest (including Chicago and . 
Cleveland) and third liighest nationally. .. . ; •' : ■ \ "■■ V 
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CLEAR WITH COMPUTERS. IXC. VISITS THE OFFICES OF 





shirs characteristic of smaller firms, wiiiJe adopting techniques and procedures 
necessary for our highly specialized legal practice. We use' the latest word pro- 
cessing and computer technology. Approximately half of our practice involves 
securing, licensing and counseling relative, to Intellectual property matters both 
>naJly and internationally! Hie other half of our practice involves intellectual property 
. litigation in jurisdictions throughout the U.S. . - .' ;.' : : . ; 

VALUED CLIENTS 

Merchant & Gould has a broad range of clients in virtually every area of business and industry We repi-esent many major 
Midwest corporations which are prominent in the computer, medical, manufacturing and consumer products fields, as 
well as aconsidi^lenumberof individuals. . . . - . ■ ' 

COMMITMENT TO THE COMMUNITY 

We encourage participation in community activities. W have been involvul in teaching at local law schools, writing for: 
legal publications,* and speaking at Bar and Continuing Legal Education functions! VCfe also, contribute to cultural and 
. civic organizations within the cornmunity. • 
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P R E PA RED FOR: J iE RHY JOH N SON , ■ CLEAR WITHvCQM P,U T EH 3; I N G ., (CWC) 
PR EPA RED BY;;JO H'ht ' P." S^U M N-E R , MER CHANT &^ COUL Q ; ." 
" / \ ■,. . V SEPTEMBER lO, iOOO 



Merchant & Gould seeks to enable open and effective communication 
.. ihefolloiving information is provided. ; -. - ' 



. . •; v TEAM LEAD ER CONTACT V • ■■. . : y \\}_ ■■• ■ , , 

Wc will seek to develop a communication arrangement best suited for CWC 5 needs. Therefore, routine .contact may be / 
made between the team -leader; arid the appropriate CWC i^iesmttfiye/Cw^S ; ^n)p^-team Reader is John# Sumner- 
Mr. Suihner holds a chai r : in Merchant & Goulds Electronics : and Computer Law section. His; ipracUce/technoiogy areas 

[. iridude general practice of patent, trademark, and copyright \ : 
law, and licensing, including computer law, with a focus on 
software, as well as software and computer-oontrolied systems. - : 
: A complete, profile of Mr. Sumner and ; other team members . 



. can be found starting on page ten. 
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In addition to conventional communicaUon, all Merchant & Gould attorneys are available for oorrespondence through 
the Internet. Also,: Merchant & Gould currently has a World Wide Web page, which (s presently undergoing an upgrade 1 
to provide our cliente with greater service. •• . " v ■ : / 



CLIEN T-BA S E DOU TPU T 



Merchant & Gould seeks to provide each client with a product tailored to that client^ heeds. CWC has requested that we 
provide all patents in Microsoft Word format, free of any extraneous codes or macros. Wc are happy to comply with this, 
or any other such request 



The proposed CWC intellectual Pro^ Team includes John R Sumner 
(team leader), Jofa All 
triembersoftheCWC Team are available for correspondence through the 
iriteri 
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P RE PARED FOR: JERRY JOHNSON, CL EA R WITH COMP UTE R S. INC.'(CWC)' 
', :r PREPARED BY: J-OHN P 'SUM NER; - ME RCHANT ft COULD ' 
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MERCHANT & GOULD •-. 

■ Merchant, Gould, Smith, . 
Rddl, Welter A Schmidt, RA. 

3100 Korwcst Center ' 
; Minneapolis,' Minnesota ' 
^USA : : 55402-413): ; : 
;'- -FAX 612/33.2408]' ' ;: >:7. 

.612/336-4624 



MERCIIANT & GOULD 

Merchant, Gould, Smith, V „. 

Edell, Welter & Schmidt, EA. 

■ ■ ... i- 1 - 

3100 Norwest Center : 
Minneapolis, Minnesota . 
USA 554024131 . ° 
FAX 612/332-9081 

;6 12/37 1-5236 



JOHN P. SUMNER ~ 

CHAI R, E LE C TRO N I C S fit CO MP UTE R LAW 
practice; SECTION ' 

Practice/Technology Areas: General practice of patent, trademark, . 
and copyright law; and lic^ing^includingcom la^wlthafoojson 
software, as well as software and computeHX)niroiied .systems. ■ <■ , r : '] 

Bar Admissions: Minnesota State. IJa^ 1974; U.S. Patent and ; . . ■:. :: , 
•'nademark Office, 1978 .•/"''• . \ V'C /'-O 

. Education: South Dakota State University. (U.S., 1967); William Mitchell 
. College of I.awO.0:, 1974) ' ; : ; ■ •• , ; : ■', '■' i;' ; 

JOHN L. BEARD •' / ";• 

Practice/Technology Areas: Patent; trademarks computer law arid 
copyright protection; emphasis on multimedia and trademark law, licens- 
ing and litigation, with a focus on electronics/ 

Bar Admissions: Minnesota State Bar, 1993; Wisconsin State Bar; and 
U.S. Patent and 'llrademark Office, 1975 • " .* , ' ' r 

Education: University of. Wisconsin, Madison (B.S.E!E., with ; honors,: ... 
1973); Uni\^ty of Wisconsin Law ScnbolQ.D., 1975) ; , 
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MERCHANT & GOULD . : I . 



MICHAEL R. COHEN 



Practice/Technology Areas: Gaieral practice of copyright ariid trademark law, including computer law, with a 
focus on software and computer-related transactions. 



MICllAFJ. R. COHfiN 



WILLIAM D. MILLER 



MERCHANTS GOULD 

Merchant, Gould, Smith, 
Sdell, Welter A Schmidt, RA. 

3100 Norwest Center 
Mlnneapolls, Minnesota 

USA 554024131 
FAX 612/332-9081 

612/336-4744 



MERCHANTS GOULD 

Merchant, Gould, Smith, 
Bdell, Welter 4 Schmidt, RA. 

3100 Norwest Center 
Minneapolis, Minnesota 
USA 554024131 
FAX 612/332-9081 

612/371-5310 



Bar Admissions: Minnesota State Bar, 1985 

Education: Univesity of Pittsburgh (BA, 1977); University of 
Minnesota Q.D., 1975) • 

WILLIAM O. MILLER 

Practice/Iechnoiogy Areas: Patent and copyright counseling, pro- 
curement and protection with a particular emphasis on computer hard- 
ware, software arid mmputff-integratfid systems. . 

Bar Admissions: Virginia Stale Bar, 1992; District of Columbia Bar, 
1995; U.S. Palmt and Traaanark Office, 1994. ' 

Education: University of Utah (B.S., Physics, 1989); University of Virginia 
School of Law (J.D., 1992) 
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PR EPA RED FOR : \J ERRY J OH N SON.CLEAR WITH COM PUTERS.'lNC. <CWC) 
PREPARED BY; J QH N'.P.. SU M N ; ER *,M ERCH ANT a COULD 

SEPTEMB ER 1 O. 18 90 



We use selected associates in Vfeshington, DXl to provide us with copies of file histories, Vfc also use associates located in other .-■ 

cities to provide lis with patent copies and translations. - . 

opti pat ■ •• .. .; .-• 

. ;/v ':' •'• v 2100 Crystal Plaza Arcade, Suite 1K7 ■ -V .- " • ' ;•' 

.. . • ■] '■ ■ .. . ,: Arlington, Virginia 22202 '• > ■ . V v L :/. '..]■[;■■'■ • . 

; " y - ■ ■" - ■ .Phone: (703) 415-0351 • =' ■ , ■ ■.; 

' ' ;v ■ • 7 ■ . '- . Fax;: (703) 415^)352 . ', • ; \, V^V' : '^; V ,.t 

v ' -ACL; AIM, PATENT SERV1GES : : [\[ ~ 

\; ' '. . • -2001 Jefferson ■D^;^;^lle■^^^;" ' : >. V-"- - 

,:. - Arlington, Virginia 22202 ;; = :■ '" ' : \ '. 

l: ~ ' . ; Phone: (703) 415-4633 . ." • ' ■ • 

. ' ; _ ■; ■ Fax:. (703) 415-4635 . : ^ /• : ' V 

: S PEC I A L I Z E D PAT ENTSERVI CE 7 

'" "~ : : 2001 Jefferson Davis Itwy., Suite 588 ' 

" ; - . - .; Arlington, Virginia. 22202 \ .. 
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P R E PA R ED FOR : J ER RY J OH N SON', CLEAR WITH COMPUTERS. INC. (CWC) 
-PREPARED BY: JOHN.P.:3UM NER, MERCHANT ft GOULO ■ 

SEPTEMBER 1 0. I9B0. 



.Mertfiarit & .Gould Is attuned to your concern about costs. U Is pur objective to provide you with the highest quality ser- 
vice at an affordable price. By working as a a>mpaa team, we will be able to maximize efficlency.whilc still providing 

lar progress reports, 

: our anticipated costs In'oider to permit the most efficient allocation of' 
''CWCVrewunjes. ^efplla^gmmmmts'aiie also, in' order ' ■ •'- 

; We will be able to present our bills in the format wtilcli you have requesied on a monthly; basis! - ' . : V- ; . ' < : ; ': 

;.: • ' •. ••• SETTING U P A N D T R A N S F E R R I NG.FI L E S 

Vt'e will hot rx; bilUng you for the setting lip and traiisfer of files to Merchant & Gould; nor will we charge you for the' int '- 
Ual familiarization of team members with Oftti technology and practices indudjng Initial' visits to (iwc^s facilities. 

: : - SUMMARY OF CHARGES .. 

On the quotation page we have provided a range of .charges for services for a SIGNATURE PLUS 5.0™ utility software 

patent.. If cost is a primary issue, the low: end of these estimates can be achieved 




(tists and fees, continued 



.with £ quality level thai will be acceptable to CWC: Ilie average repre 1 
sem^ose, generally incurrd wheii-preparing^ a work product con- 
: forming toa quality level we preceive OffG is requesting. : - j ' 



l'3 
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SUMMARY OF LEGAL RECOMMENDATIONS 

Merchant & Gould highly recommends obtaining a utility patent protection of unique concepts or algorithms for SIG- 
NATURE PLUS 5.0 in order to preclude others from cloning and marketing similar features. Please keep in mind that, 
for a patent in ibis country to be valid, the application for a patent must be filed within one year of the first pub- 
lic disclosure or commercial use (whether public or seotd) t xffer for. sale, or sale of the invention. In many for- 
eign countries, the standard k more strict and requires that an application be filed before the invention is pub- 
licly disclosed. 

Also corisioW obtaming design.patent protection on any of the important icons or user interface screens in SIGNATURE 
PLUS 5.0. the same deadlines apply as in the case of utility' patent applications. "'. . . 

ADDITIONAL BILLING COMMENTS 

We will also be able to conform with your other billing policies on the following items: 

Administrative, clerical, docketing, tuord processing, accounting, seminars, or special publications . 

Facsimile pages. ; . *...'•.. . . ........ . . ., . ; \ ....... 

Staffing change costs : ............. . . . ; ............. . . 
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CLEAR WITH COMPUTERS. INC. VISITS THE OFFICES OF 



MERCHANT & GOULD . 



re 



P R EPA R EDFOR: JERRY JO HN50N, G L EAR W ITH COM P U f ER 3, INC . ( C W G > 
. PREPARED BY: J.OHN ; P. 3UMN ER., ; M ER CHANT fit : C O U L, D- . . 
''■ ■ SEPTEM BER 1 0. 1 SOflf v" - 



PATE N T P R OT ECTIO N FEES 



Utility patent protection' of unique concepts or algorithms . : 
for SIGNATURE Plus™ 5.0 developed by.CWC in order to • 
preclude btrk^.fe arid marketing similar.features. 

. ■ ■ Desigir patent protection on any of the important icons ■* 
. or user; interface screens in Signature Plus 5.0. : 



$20,000 -r 25,000 



'1 



, $i ;50Q/icon or screen . 



TOTAL PATENT : PROITECn'ON FEES : . 
; : Includes system; and 30 screen and/or icon patent protection 



$65,000 -70,000 



The above prices are good until October 31, .1996. Your signature below indicates that you wish to fmceedtuitb 
both tbe plication -for a < utiUty patent and 



JERfflfjOHNSON, CWC PRESIDENT 



■OffE"'... 1 



.-J 



Ua: JOHN R SUMNER, MERCHANT A GOULD: 



LMTE . 



IS 
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UNIGLOBE'S 

BLUE LARGO CRUISE PROMOTION 



Qbjectives/Strategies/Tactics 

Objectives 

► Increase consumer bookings/reservations for UNIGLOBE Travel and its "Blue Largo Cruise** promotion 

► Heighten awareness for UNIGLOBE Travel with those leisure travelers across the US A most likely to buy 

► Generate broad awareness of the advantages of cruising as the preeminent vacation category 

► Create excitement among travel agents for* 'Blue Largo Cruise" promotion 



Strategy 

► Conduct a continuous advertising campaign for UNIGLOBE Travel * s "Blue Largo/Cruise" promotion in a 
national publication that reaches responsive readers within a' complementary editorial environment 
Implement a consumer promotion that increases travel agency traffic during *TOue Largo Quise M promotion 

► Develop multimedia advertising to inform travelers about the advantages of a cruise vacation 

► Generate travel agent enthusiasm for "Blue Largo Cruise" promotion 



Tactics 

► Take advantage of USA TODAY* s daily presence to build excitement, impact and awareness of "Blue 
Largo Cruise' * promotion 

► Advertise continually to target UNIGLOBE Travel* s key prospects— leisure travelers — in USA TODAY* S 
Life section (16 full-page ads for 4 weeks, Monday - Thursday; below Today * s TV Grid, Friday) 

► Employ an advertising program in. US A TODAY to highlight advantages of a cruise vacation and 
UNIGLOBE Travel services to the USA* s most frequent travelers 

► Implement. travel trade advertising that broadens awareness of "Blue Largo Cruise** promotion among 
UNIGLOBE travel agents 
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USA 

Awards for Excellence 



Revealing investigative reports. 
Compelling photography . Hard-hit- 
ting coverage of the stories that 
afreet our lives. Since 1993, USA 
TODAY has won 22 awards for- its 
editorial leadership and innovation. 
These accolades merely underscore 
what more than 5;5 million affluent 
daily readers already know- that 
USA TODAY is the place: to look 
for cuttirig-edge coverage and a 
quality editorial product. ; 

REPORTING AWARDS 

Sarh Meddis : ; 

►' -'Unity Awards in MediaV First 
Place in Investigative Reporting catr 
egory for "Is the Drug War Racist?" 
(1994) i : ' '. : 

► American Bar Association Sil- 
ver Gavel Award for "Is the Drug 
War Racist?" (1994) . - .. 

► National Council on Crime and 
Delinquency 1994 Pass award -: 
A warded for hews cove rag e •• that 
produced new levels of awareness 
and understanding about complex 
crime issues. 

National Council on Crime and 
Deliquency 1993 Pass award - 
Awarded for investigative story on 
crime platforms of the three 1992 
presidential candidates. 

- V . : 

Dennis Kelly, Tamara Henry, 
Anita Manning, Michelle Healy, 
Nicole Carroll and Mary Beth 
Marklein 



► 1 994 EdPress Award, First Place v 
in Special Section category for "Into 
the Mai n s tream" - Sponsored by 
the Educational Press Association 
of America, this award recognizes 
significant arid excellent achieve- 
ment in educational journalism. 

' ;►, JGPenney - Missouri Lifestyle 
A wards, Finalists in Regularly,; . 
Scheduled Feature Supplement,; for 
USA TODAY ' s "education section 
(1994); ; : K/ : - "/ ; ; ;'; 

National Easter Seals EDI 
Award (1993) - Awarded for media 
efforts in, promoting equality,; dig- 
■ nity and independence, of people 
with disabilities. ~ ■ : 

To Dennis Kelly and Tamara' 
Henry: Easter Seals Award in .the 
News category for "A Classroom 
Clash: Where should disabled kids 
be taught?" (1994) , ; 

Paul Hoversten 

► Aviation/Space Writers Asso- 
ciation, First Place Award for Hubble 
telescope rescue coverage (1994) 

v > National Space Club's. 1993 Me- 
dia Award - For "coverage ' of the ■ 
space shuttle's dramatic rescue and 
subsequent re boost of the stranded 

; Intelsat satellite by three spacewalk- 
ing astronauts. Past winners in- 
clude Edward R. Murrow and Jack 
Anderson./ ': 

- * > - - - ' • " ' *■ " / ' . ' . — " + * " 1 - 

Tom Squitieri 

► White House* Correspondents 
Association's Raymond Clapper 



Award (1994)- - Recognizing out- 
standing reporting on Bosnia, 
Burundi and Haiti. 

Barrier Nover Memorial- Excel- 
lence Award (1993) - Award for 
investigative, story on crime plat- 
forms of the three 1992 Presiden- 
tial candidates. 

Dennis Cauchon 

, Mencken ■ Award for Best In- 
vestigative- Series (1993) The 
Mencken Awards/ honor first-rate 
: work:; that illuminates issues of Hu- 
man rights and freedom/ Dennis 
Cauchon was recognized fori, arti- 
cles on daw enforcement abuse of 
asset forfeiture ■ laws. 

Jim Harney 

Oscars in Agriculture (1993) - 
Recognizes excellence in agricul- 
tural reporting arid is awarded by 
the University of Illinois. Harney's 
story on the effect of taxes on to- 
bacco farmers in North Carolina 
was honored. : ■ 

Judi Hasson 

^ Women's Political Caucus 
EMMA (1993) - pie president of 
the Women's Political Caucus 
awarded this special citation of ex- 
cellence for overall coverage of 
1992 Presidential Campaign. 

Wanda Lloyd 

► Ida B Wells Award (1993) - 
Award recognizes the individual 
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Awards for Excellence 
(cont.) 

who has provided exemplary lead- 
ership in opening the doors of em- 
ployment . opportunities for minori- 
ties in American journalism. Wanda 
Lloyd is the first woman to receive 
this award which is sponsored hy 
the National Association . of Black 
Journalists and the University of 
Kansas School of Jdu rhalism;'- : 

Finalists Denise Tom arid Sally 
Pollock 

►' Miller Lite Women's, Sports 
Journalism Awards (1993) - Award 



recognizes stories that show sensi- 
tivity to the female as a performer 
and achie ver in sports: 

James Jones IV 

► • ; African- American Music Foun- 
dation Award (1993) ' 

GRAPHICS, DESIGN; — 
PHOTOGRAPHY AWARDS 

American Journalism Review . 



'Best in the Business" Awards, 



Newspaper, 1994 
Darr Beiser 

.► - W hite Hp use Press Photogra- 
phers ' Association . Award for Sports 
action (1994) - 

Bert Hanashiro 

► Annual Pictures of the Year 
Competition, Award of Excellence 
for Sports action (1993) 

Bruce Schwartz 

► 1 993 Ed Press Award for Graph- 
ic treatment of the All USA Aca- 
demic Team page - Sponsored by 
the Educational Press Association 
of America, this award recognizes 
significant and excellent achieve- 
ment- in educational journalism. 
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Life Section Editorial 

She snoops, she scoops arid she's in the Life section every Tuesday-Friday. 
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Circulation 

. r - f 

totals 



Seattle 

Mon.-Thur. 
61,547 ••: 

Friday ■■■ 
: 1 ' 77,579 fc ' . 

Denver 

Mon.-Thur. 
55;333 

' Friday, 
72,038 

San Francisco 
Mon.-'lliur.. -. 

62,4 u 

Friday 
.75, 126" 

, ' 

Los Angeles 

~Mon.-;Thur;. 
104,278 

Friday 
1 32^969 

Phoenix 

MonVItiur. 
. . 54,927 

. Friday. 
* 69,944 



Konsas City,; 
Mon. 7 Thun . 
. 52,943 - 

■•: Friday * 
65,678 



; Mon.-Thur. 
: 47,847 

Friday. 
58,882 



Minneapolis 

Mon.-Thur. 
47,058 * ; 

Friday 
57,830 ••' 



Chicago ' 
. Mon.-Thur. 
143,638 : 

Friday 
. 168,322 



Detroit 

Mon.-Thur. 
; 62.956* ' 



Cincinnati ' 
Mou.-'Dwr. 
63.815 

Friday 
76,73.1 



Cleveland 
Mon.-Thur. 
72,286 

Friday - 
.84.230 



New York 

Mon.-Tiiur. 
. 167,327 

Friday : 
196,445 




Pittsburgh 
Mon.-Thur. 

: 69 ; 952 : 

..Friday 
79,132 



Philadelphia 

Mon-rThur. 
116.808 



.Boston 

Mon.-Thur. 
83.078 



Friday 
99,999 



■ Friday - 
131.247 

Washington/Baltimore 

Carolina*; Mon.-Thur. 
*Mon.-Thur. 

107,095^ 



• Friday 
133,264 



132,043 

Friday 
153,405 



Dallas 

Mon.-Thur, 
63,677 

Friday . 
76,905/ 



Houston 

''■ Mon.-Thur. 
: 42,330- 

Friday 
49,974 



NewrOrteans 
Mon.-Thur;. 
52,010 

. Friday ■ 
• 64,464 



Nashville 
Mon.-Thur. 
. 62,972. 

Friday. 
76.936, 



\ ; 

. Atlanta 

Mon.-Thur. 
90,687 

Friday 
120.824 



South Florida 

Mon.-Thtir. 
42.022; , • 

/ Friday 

- 55,508 - . 

i ■* . - -* 



North Florida 

Mon.-Thur. . 
. 86,262 

Friday 
107.146. 



USA TODAY'S extensive reach ensures clients successful, comprehensive distribution of their advertisements. 
With a daily readership close to 2 million (Mon.-Thur.; 2.5 million each Fri.), USA TODAY has the ability to 
influence more potential customers than any other national: newspaper, • 



. CWC CONFIDENTIAL AND PROPRIETARY 



APPROVED 
BY 

UHAMSMAN 


O.G. FIG. 


CLASS 


SUBCLASS 





Fig. 20H 



VIA SATELLITE 



€EUSA 
TODAY 



THE NATION'S NEWSPAPER 



PREPARH) FOR: UNIGLOBE Travel 
PRH* ARID BY: Leslie Osborn 
AUGUST 3, 1885 




BLUE LARGO CRUISE PROMOTION 




Growth 



.420 



Illustrated 

+100,850 




Time 
♦11.530 



Newsweek 
•47.91 D 



U.S. Mews 



The Nation's Newspaper keeps growing. 

For the latest breaking news and information, more readers turn to US A TODAY year after year. In fact, within 
the. past five years, USA TODAY'S circulation has grown by more than 201,000. 
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Key Audience Information 

USA TODAY Ranks #1 in Travel Advertising Pages 




Source: LNA 
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Key Audience Information 

USA TODAY Reaches Frequent Leisure Travelers 




USA TODAY Readers Need a Vacation 




8 



Plan to take a vsun-arid 
sanid" vacation hex| 3 yeiars 



mm 



2,52& 



- 39% :: - ;.32% 



121 ^ 
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Key Audience Information 

USA TODAY Reaches Readers and Travelers Not Found in Other Publica- 
tions 




.or-. -:-™,t-; 

■'■■i*-* J -4 l rJb . 



Wall Street Journal: 
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Programs 

TV Grid 

Whercdo more than .5.5 million affluent readers look first to find out what's on TV? USA TODAY'S TV Grid. 
On the back page of USA TODAY'S Life section, this prominent 4-color page features all the network line-ups, 
cable programming and our critic's choices for quality viewing. Anchoring the page is a stand-out positioning 
opportunity for advertisers looking to reach USA TODAY'S audience of broadcast viewers. 

FLEXIBLE SCHEDULING and DISCOUNTED FREQUENCY 

A horizontal third-page position is available to advertisers on a one time basis or as part of a continuity program. 
The following pricing plan applies to TV Grid advertising schedules. 



Dombstic Edition Pricing 

Base Rate 
1 3 x 
26x ". 
52x 

Worldwide Pricing 

Base Rate 
13x 
26x 
52x 



Mon-Th 
$49,300 
44,370 
36,975 
32,045 



Mon-Th 
$56,700 
51,030 
42,525 
36,855 



Friday 
$56,400 
50,760 
42,300 
36,660 



Friday 
$64,800 
58,320 
48,600 
42,120 



Effective Discount 

10% 

. 25%. 
35% 



Effective Discount 

10% 
25% 
35% 



OTHER DISCOUNTS MAY APPLY - 

► Advertisers who have regular rate card volume contracts that provide higher discounts than those listed 
above will be allowed to apply those discounts to the base unit prices indicated on the pricing 

schedule. 

► Advertising volume accrued under this program will count towards fulfillment of volume c o n - 
tracts and VIP agreements; 

► VIP bonus space earned under this program can be ordered to run on the TV Grid page. 

► Advertisers participating under special discount programs such as the Flat Rate Program or the 
Broadcast Buying Program cannot use the discounts achieved through those programs to 
purchase schedules on the TV Grid page. 



For more information on USA TODAY'S TV. Grid, contact your USA TODAY sales representative. 
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UNIGLOBE'S 

BLUE LARGO CRUISE PROMOTION 



Programs 



Interactive 800 Number 

As a special * Value-add," USA TODAY will provide UNIGLOBE Travel with an interactive 800number. A 
customized UNIGLOBE Travel "Blue Largo Cruise'* promotion "Choose to Cruise" 800-number hotline can 
provide one or all of the following services: 

► Fulfillment of copy requests for UNIGLOBE Travel's USA TODAY advertorial 

► Consumer survey opportunities 

► Travel agent sweepstakes entry vehicle 

USA TODAY will provide UNIGLOBE Travel with program set-up and administration, and accept up to 10,000 
calls during the promotion period. Once survey information is gathered, USA TODAY can transcribe, analyze, 
and provide the geographic breakdown of information. 



Direct Mail Program 



The day of the kick-off of the UNIGLOBE Travel promotion, each of UNIGLOBE Travel's 20,000 member 
travel agencies will receive a complimentary copy of USA TODAY featuring UNIGLOBE'S advertorial in the 
mail. 
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UNIGLOBE'S 

BLUE LARGO CRUISE PROMOTION 



Quote 



Description 



^YY>% Y^Y^Y^ YSf;— YY" S 

Customer p Customer 
Value • Cost 



^"4 USA TODAY'S TV Grid 13" x 7" : • 214,728 - ^ 1 84;666 ; 

3 Jriteractive 800 Number; ; ' • - - : : -i ' . 35,000 . v / ' 0 



30,062 S 
35,000 




Quote is valid for 30 days and will be subject for review after this period. 
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